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This thesis is a report of the study on the international marketing strategy of 
Zhan Zhou Pientzehuang Pharmaceutical Co., Ltd. As a famous Traditional 
Chinese Medicine (TCM) enterprise in the mainland of China, its brand and 
products is well-known in the TCM international market. Pientzehuang has been 
the №1 of single item TCM for export. In recent years, the export income has 
increased up to about 45% of total sale revenue. In 2004, export income was up 
to 13.73 million dollars, shared about 10% rate of China mainland TCM total 
export income. However, since the supply of musk is limit by authority and the 
competition become more and more drastically, Zhan Zhou Pientzehuang 
Pharmaceutical Co., Ltd. is facing a new challenge now. 
The international market of Traditional Chinese Medicine (Nature Product) 
has developed rapidly in the past 10 years. But the market share rate of China 
mainland’s TCM is only about 3-5%. This article tries to analyze Pientzehuang's 
present international marketing environment , reviews its international market 
entry strategy; and studies how it constitute and carry out market strategy, frame 
market organization. Then proceed to find out the factors to success in 
Pientzehuang oversea markets. The author put forward some conclusion and 
proposal by combining successful experience of other prosperous TCM (Nature 
Product) companies both in- and out-country. 
This thesis draws the following suggestion on how to entry into 
international market to our country TCM enterprise:（1）Entry strategy must 
adapt to enterprise’s development, scale, products characteristic etc；（2）The 















The superexcellent of market strategy is the guarantee to the success in 
international market.  
The thesis also put forward the following proposal on how to make more 
progress in international market to Zhang Zhou Pientzehuang Pharmaceutical 
Co., LTD.:（1）Improving benefit and keeping away from venture；（2）To 
strengthen measure of the international market；（3）Improving the control leave 
of international terminal market；（4）Enhance the protection to copyright；（5）
Reform the organization of international market；（6）Ameliorating the structure 
of product in international. 
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第一章  绪论 





出资，联合其他法人单位共同发起设立漳州片仔癀公司，并于 2003 年 5 月
在上海证券交易所上市。 
2004 年片仔癀药业年生产和销售药品共有九个剂型，22 个品种，这些






截止 2004 年底，片仔癀药业拥有员工 436 名,其中大专以上学历人员
131 名。公司资产总额为 5.58 亿元,净资产 5.28 亿元。2004 年，公司实现
主营业务收入 2.53 亿元，实现利润 7，827 万元，净利润 4，177 万元。公
司是福建省 20 家重点联系和重点扶持的骨干企业。居我国中成药行业 50
强企业行列，连续多年入选全国 500 家经济效益工业企业。2003 年，我国
共有中药制造企业超过 1000 家，公司销售额在其中排名第 68 位,利润总额
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第二节  国际营销概念和相关理论 
一、国际营销概念 
本文将采用国际营销理论作为分析的理论基础。Evans和 Berman（1997）
                                                        
①资料来源：http://www.who.int/medicines/library/trm/trmmaterial.shtml， WHO Traditional 
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累也为论文的完成提供了许多的帮助。 
 
图 2     国际营销决策的 6 个步骤和内容 
 
资料来源：菲利普·科特勒著,梅汝和等译：《营销管理》（新千年版·第十版），中国人民大学出版
社，2001 年 7 月，P440。 
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